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Branding And Planning Urban Knowledge Precincts: Insights 
From Brisbane, Australia 
Tan Yigitcanlar, Mirko Guaraldo, Manuela Taboada 
ABSTRACT  
Purpose: The paper aims to investigate urban knowledge precincts from the angle of 
urban planning and place branding.  
Scope: The paper focuses on urban knowledge precinct development experiences of 
Brisbane, Australia.  
Method: The paper uses literature review, policy and content analyses and field 
observation methods to explore Brisbane’s urban knowledge precincts.  
Results: The paper reveals insights from Brisbane’s urban knowledge precincts 
development journey.  
Recommendations: The paper suggests further research on the topic of branding and 
planning urban knowledge precincts.  
Conclusions: The paper reveals that urban knowledge precincts are the nexus of 
knowledge-based urban development and Brisbane’s precincts potentially provide a 
competitive edge to the city in the global knowledge economy era.  
KEYWORDS  
Knowledge-based urban development; Place branding; Urban knowledge precinct; Urban 
planning. 
1. INTRODUCTION 
Given that cities are facing increasing global competition, branding places, especially with 
labels indicating their knowledge basis has become a popular marketing tool for place making 
and attracting investment and talent (Merrilles et al., 2013). This paper investigates urban 
planning and place branding with a particular interest on the ‘urban knowledge precincts’ 
(UKPs). The paper reviews the literature and analyzes plans, policies and branding documents 
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thoroughly, and investigates relevant UKP case studies. It adopts an empirical approach for 
the investigation of the case studies focusing on the planning and place branding experiences 
of two UKPs from Brisbane, Australia. The paper concludes by highlighting the insights from 
Brisbane’s UKPs.  
2. URBAN KNOWLEDGE PRECINCTS 
Making place that concentrates on knowledge generation has become a priority for many 
nations and cities that are competing in the global knowledge economy (Asheim, 2007; 
Yigitcanlar & Lonnqvist, 2013). As knowledge generation profoundly depends on creativity 
and innovation, which are human centered activities and dominantly urban phenomena, 
particular attention has been paid to building urban places with a certain scale, accessibility to 
and intensity of knowledge infrastructure as well as vibrant urban life with a full mix of 
diversity and tolerance (Florida, 2005; Yigitcanlar et al., 2008a; Yigitcanlar, 2014). Such 
places that house knowledge worker communities are referred interchangeably as ‘innovation 
park’, ‘science park’, ‘technology park’, ‘knowledge hub’, ‘knowledge precinct’, ‘UKP’ and 
so on (Ratinho & Henriques, 2010). Carrillo et al. (2014) view UKPs as community hubs 
where citizenship undertakes a deliberate and systematic initiative for founding its 
development on the identification and sustainable balance of its shared value system, and 
bases its ability to create wealth on its capacity to generate and leverage its knowledge 
capabilities. In other words, UKP is the spatial nexus of KBUD, as it is a mixed use 
postmodern urban setting that includes a critical mass of knowledge enterprises and advanced 
networked infrastructures, and developed with the aim of collecting the benefits of blurring 
the boundaries of living, shopping, recreation and working facilities of a knowledge worker 
community (Yigitcanlar et al., 2008b; Yigitcanlar & Dur, 2013).  
High dependence of knowledge generation on a large pool of talented labor power and 
consumption is critical to form a functional urban region that is suitable for UKP 
development (Petruzzelli et al., 2007). Nevertheless, once established due to the dynamism 
and intangibility of knowledge worker community it is a bigger challenge to sustain 
knowledge generation process and retain these communities (Darchen & Tremblay, 2010). A 
global city with evidence of world-class city formation accommodates high quality urban 
services and a diversified economic base including extensive supplier and distribution 
networks and specialized services have a big advantage (Vanolo, 2008). However, today the 
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global knowledge economy creates opportunities for newly developed cities to compete with 
more established cities in attracting talent and investment (McGranahan & Wojan, 2007).  
In such landscape, the most common strategies to attract and retain knowledge worker 
communities include: concentrating on extensive global networks as intense mediums of 
exchange for UKPs to flourish (Van den Berg et al., 2005), and focusing on knowledge 
workers as primary sources of UKPs that prefer inspiring cities with a thriving cultural life, an 
international orientation, and high levels of social and cultural diversity (Yigitcanlar et al., 
2007). Furthermore, literature highlights the following five common characteristics of 
successful UKPs: Mixed-use environment; Centrality; Connectivity; Learning and playing, 
and; Branding (Yigitcanlar et al., 2008b). 
In UKPs the generation and flow of knowledge is one of the elements that determine its 
identity by driving the design of space, defining the use of the place, determining the 
perceived image through patterns of behavior and social interaction. In these communities, 
production and distribution of knowledge is what constructs the ‘meaning’ that makes these 
spaces a place, and determines the elements of its identity. The branding of these new places 
are generally based on the conceived ideas for the new spaces and focused on attracting a 
specific target audience (Stigel & Frimann, 2006). Place branding, therefore, is the initial 
trigger to attract the talented audience that will construct the desired knowledge-focused 
community base (Eshuis & Edwards, 2013). 
In the global knowledge economy and culture, place branding has become a central basis 
for successful competition (Okano & Samson, 2010). Knowledge worker community as a 
target group is particularly popular in place branding as cities are in a tough competition for 
residents and workers in general, but in particular for the ones with talent (Vanolo, 2008). In 
an empirical study, Zenker (2009) found that the main desire of knowledge workers is 
urbanity and diversity, and claims that “meeting the special needs of these social groups with 
place marketing and place branding will support the goal of attracting the creative class to a 
city” (p.31).  
UKP development has a great symbolic value as it helps distinguish a particular area. At 
present many cities worldwide apply innovative strategies, including forming new niche 
markets through the development of UKPs, for transforming themselves successfully into 
knowledge cities. Creating brands for these UKPs come almost naturally as a stage of their 
planning. Many of the successful global UKP examples have been using place branding as an 
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effective strategic tool, e.g., 22@bcn Barcelona, Brainport Eindhoven, One-North Singapore, 
Orestad Copenhagen, and Taipei 101 (Hospers, 2006). 
3. BRISBANE’S URBAN KNOWLEDGE PRECINCTS 
3.1. Boggo Road Knowledge Precinct 
Boggo Road Knowledge Precinct (BRKP) is an inner city UKP developed on a brownfield 
site at the South of Brisbane CBD. In this UKP the idea of knowledge community has been 
strongly promoted in the first stage of the project. Initially the vision for this precinct was 
loosely based on R&D with focus on biomedical, bioinformatics and ICT, to take advantage 
of the proximity to major health and research facilities. In a second stage the character of the 
precinct was more firmly defined and promoted as an environmentally and culturally 
responsible project envisioning sustainable outcomes. The idea of the Ecosciences Precinct 
was assumed as flagship element in the promotion of the project articulating the concept of a 
landmark development as promised in the preliminary proposal. During the third stage, the 
promotion of the precinct was realigned to the heritage and character of the site suggesting a 
vibrant and innovative urban UKP. Although the presence of the historic Boggo Road Gaol 
was acknowledged in all stages of the project, it was only after the Ecosciences Precinct was 
under construction and the complementary mixed used buildings were planned, that this 
element became central in the promotional materials. 
Some constant features are promoted on BRKP’s communication material, such as 
proximity to CBD, accessibility through integrated public transport systems, mixed use 
development, high quality environment and lifestyle. The concept of lifestyle is strongly 
promoted in the third stage of the development. The visual communication that illustrate the 
project through artists’ impressions presents an environment characterized by an active 
community, based on pedestrian friendly streetscape with a clear presence of outdoor dining 
and coffee shops. UKP features are rendered through rhetoric that stresses the innovation and 
uniqueness of the precinct as a vibrant sustainable community. 
From a planning point of view, the precinct follows the typology of the UKP with a layout 
based on a main street dominated by the anchor project, the Ecosciences precinct, and by the 
reused historic gaol. The master plan follows transit oriented development principles 
promoting a pedestrian mixed used environment strongly integrated with existing transport 
facilities. Built form is limited to nine-story in height and provisions are made to guarantee 
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permeability through blocks. The promise of a vibrant community is translated in design 
guidelines aimed to promote a safe suburb based on human scale spaces and an 
interconnected open space system. The amenity of the site is enhanced by maintaining visual 
connections through the different areas of the UKP and also setting views on landmarks 
outside the village, like the Brisbane CBD. The legibility of the urban environment is also 
prescribed as a key factor in this development. 
The data collected about BRKP makes it evident that the brand is constructed upon the 
vision of a sustainable community based on a research center focused on environmental 
sciences and innovation. This characteristic has been a key factor in promoting the project to 
the broader knowledge community. This changes, however, when the target audience is 
potential buyers: the promotional message becomes more focused on the potential of a high-
quality lifestyle in and around the UKP. This is evident in the role of emotional stimuli like 
the heritage and history of the area. It was clearly observed that these qualities are not 
promoted in early stages of the development, but are increasingly present in promotional and 
advertising material recently released. Figure 1 illustrates the layout of the UKP, where Table 
1 lists the key findings of the analysis.  
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Figure 1. Layout of Boggo Road Knowledge Precinct. 
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Table 1. Boggo Road Knowledge Precinct Brand and Plan Analysis Findings. 
 
3.2. Kelvin Grove Urban Village 
Kelvin Grove Urban Village (KGUV) is recognized as a successful knowledge community 
building effort and a signature initiative in Brisbane (Charles, 2011). Its development is 
characterized by a specific approach since its first and second stages: to achieve a real social 
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mix providing different housing solutions and cater for different needs. The interest of 
Queensland University of Technology (QUT) to acquire and develop the site of dismissed 
army barracks close to existing teaching facilities was negotiated with Queensland 
Department of Housing. The general idea of the project was to promote an innovative joint 
venture between university, public and private sectors. The preliminary brand was based on 
the idea of a vibrant village atmosphere where living, working, playing and learning are 
integrated in a lively environment that is characterized by a constant presence of ‘creativity’. 
The aim for uniqueness in the conceptualization of this UKP is strongly promoted in its 
planning documentations. The Queenslander character and a design based on sustainable and 
subtropical principles were constantly present in the communication material. Two kinds of 
feature were promoted: on one level, a specific lifestyle based on the proximity to the CBD 
and other major urban facilities as well as strong integration with the surrounding 
neighborhoods and accessibility to the area through major transport hubs. On another level, 
the promise was based on the peculiar character and history of the area. The use of public art 
and the involvement of artists in the development of the site were clearly communicated in 
promotional material and design guidelines. KGUV has a high level of sophistication in the 
detailing of the different components of public open spaces. Pavements, street furniture, 
landscaping, artwork and the use of color are all controlled elements that communicate the 
creative environment and its mixed indigenous, European and military heritages. 
The built form is based on a main street connecting two landmark elements: the historic 
QUT campus at the top of the hill and the former Upper Parade Ground alongside Kelvin 
Grove Road. The latter was redesigned as the core of QUT Creative Industries precinct 
comprising a system of interconnected squares. The built form was promoted as variegated 
and differentiated to achieve a sense of vibrancy and the promised village atmosphere. The 
legibility and permeability of the built form were promoted in the design guidelines for the 
site and prescriptions were made about making building entrances evident trough awnings, 
landscaping or arcades. 
While the creative component of the site is constant in the promotion of the development, 
this element is more evident in its design and promotions during the early (first and second) 
and late (fourth) stages of the project. KGUV had a third stage when the focus was placed on 
lifestyle and the vibrancy of community. This coincides with the development of a major 
health research facility in the center of the village that was promoted as a new element 
enriching the diversity of the area. In the fourth stage the selling point was brought back to 
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the creative nature of the site. Creativity then became so central that prescriptions were made 
for the provision of artworks on new buildings. The reuse of military facilities and the 
integration with university structures was later promoted as the main feature of KGUV. 
Figure 2 illustrates the layout of the UKP, where Table 2 presents the key findings. 
Table 2. Kelvin Grove Urban Village Brand and Plan Analysis Findings. 
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Figure 2. Layout of Kelvin Grove Urban Village. 
4. CONCLUSION 
The literature suggests that just providing space and facilities is not enough to become 
competitive in attracting talent and investment. The quality of the environment as well as the 
specific character and appeal of new locales are central elements in the competition between 
urban centers in general and knowledge communities in particular. Place branding, hence, has 
become a popular practice adopted by many cities around the world in the context of 
intensified urban competition (Zhang & Zhao, 2009). The literature reveals that the 
comparison between the three UKPs brought our attention to that location is indeed a critical 
issue in relation to UKP developments. Although, there are rare successful examples of 
regional or rural UKPs such as the Desert Knowledge Precinct of Australia, UKP is mainly an 
urban phenomenon. Examples from around the world all take advantage from the 
infrastructure, services and amenities that inner city locations provide. In this regard, BRUP 
and KGUV are conveniently placed at the urban core. 
The case studies investigated represent different conditions in terms of size, location and 
development phases. KGUV is the most advanced and consolidated UKP. Its built form is 
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growing constantly and is closer to its completion than BRKP. KGUV has a specific brand 
that in time has been revamped and restyled, but has maintained a clear focus. BRKP is a 
smaller intervention and is in the phase where only the anchor project has been completed. Its 
brand focuses on the cutting edge sustainability and eco-sciences research, but this vision is 
not fully translated in the image or design of the space.  
BRKP and KGUV both start with a clear vision of the precinct as a unique site, and this is 
communicated in a specific and detailed way. Interestingly in this case the stimuli are the 
more appealing and specific while the concepts delivered are the most vague and 
stereotypical. In terms of features only KGUV seems attempting to really provide something 
unique; generally all the cases align to Yigitcanlar et al.’s (2007) findings, promoting a mixed 
used environment, proximity to premium activities, connectivity and networking, a work-live-
learn-play settings. In each case the brand appeals to potential buyers and in different stages 
the message shifts from a more specific one, to a more generic based on lifestyle and 
possibilities. The specific site is generally discussed in terms of location and marginally for its 
actual character; although this is sold as unique often this is communicated with typical 
images of vibrant public spaces. The design of the three cases generally aligns with 
preconceived templates; a main street with commercial activities, interconnected public 
spaces, pedestrian environments. All the precincts aim to provide sustainable subtropical 
environments; only KGUV suggest a unique approach stressing the importance specific 
public art will have within the project.  
Summarizing the findings of the two case studies, it is possible to evaluate the alignment 
between the intended brands and how this has been translated win the actual planning of the 
UKP developments. This leads to Brisbane’s precincts potentially to provide a competitive 
edge to the city in the global knowledge economy era. 
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